WINSTON Launch Meeting Breakout Session DiscMSsion Guidelines 
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Following is a check list of activities and issues which should be discussed and thoroughly 
understood during your WINSTON Launch breakout meetings. Objective of the breakout 
meetings is to develop a detailed tactical game plan for effectively implementing the WINSTON 
Launch along with our other workplan objectives and activities. During the breakout meetings, 
your division should; 

I. Review and thoroughly understand the WINSTON "No Bull” Fact Book. Key discussion 
points should include: 

• How can we best minimize returned goods on WINSTON? 

- Wholesale: How can we best minimize rotation problems? Insure weekly 
coverage? 

Retail: How can we best insure proper rotation, display loads, aggressive 
discounting where needed? 

• What are the action plans for insuring a reorder of all WINSTON product returned to 
Winston-Salem? 

- Independents? 

- Chains? 

Product Mix? 

• What are the action plans for maximizing cigarette industry volume (CIV) of our 
WINSTON Box products at retail? 

- Region? 

- Division? 

- Chain? 

- Assignment? 

• How can we maximize effectiveness of our Consumer Mission Programs to increase 
competitive trial of the new No Additive WINSTON? 

- 6” x 4" Stick to Stick Response Card? 

- 2 Free Packs WINSTON Specific Coupon? 

- Consumer Mission B1G1F? 

• How can we most effectively educate all applicable retailers on the WINSTON 
proposition? 
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II. Review and thoroughly understand the workplan emphasizing the importance of 
implementing both the WINSTON Launch and other workplan promotions, especially 
CAMEL and DORAL. Develop an action plan for adding the WINSTON Launch to currently 
scheduled activities. Key discussion points should include; 

• During the launch, what should retail look like by class of trade? 

* Display? 

- Distribution? 

- Pres(;nce? 

(Selling side must sell these specific elements and communicate what should be done to 
the execution side.) 

• How do we maintain CAMEL momentum while launching WINSTON (balance between 
CAMEL and WINSTON is critical). 

• How can we most effectively implement our August WINSTON POS changeover? 

• What are the PCD full-price guidelines for your division? What exceptions should be 
made to maximize business opportunities? 

- 2 PCDs? 

- 1 PCD? 

• What are the optimum PCD toads in your market? 

- WINSTON? 

- CAMEL? 

- Other? 

- Box v's, soft pack? 

• How do we maximize VAP effectiveness for all promotions (WINSTON, CAMEL. 

DORAL), especially during multiple promotion months? 

- Wholesale? 

- Retail? 

• How can we insure effective GAP management? 

- CAMEL? 

- SALEM? 

- WINSTON? 

• What other workplan issues/action plans need to be addressed for your region? 
division? 
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